Abstract
Theoretical Framework
There are a number of theories on persuasion. But for the purpose of this paper, social Judgment Theory will be used. The social judgment theory posits that an attitude is a much more complex matter than is suggested by binary descriptions such as "favourable-unfavourable" or "positive-negative". It sees attitude change as a two-stage process; the receiver first judges the attitude and then makes the necessary adjustments.
According to this theory, an attitude is better viewed as a continuum with gradations ranging from "most acceptable" or "most unacceptable". The areas covering these gradations are known as "latitudes": a latitude of acceptance, that is, positions a person finds acceptable, a latitude of non-commitment, that is, positions about which the person is neutral or undecided, and a latitude of rejection, positions the person finds decidedly unacceptable. Therefore, the person's ability to persuade others on a given topic is dependent on where the topic falls on the attitude continuum of the person to be persuaded. If it falls within his/her latitude of non-commitment, in which case he/she is not "egoinvolved", the person will have little difficulty in going along with the persuasive message. If it falls within his/her latitude of rejection, in which he/she is "ego-involved", the person is likely to resist the persuasive message, seeing it as more discrepant to his own attitude than it actually is. On the other hand, where the message falls within his/her latitude of acceptance, the person easily accept the persuasive message, viewing it as more congruent with his/her attitude than it actually is.
It therefore follows that it would be much more difficult to persuade a person on a topic in which he/she is egoinvolved than on the one in which his/her ego is not involved. The level of difficulty would differ directly with the level of ego-involvement. Therefore, a would-be persuader would be well advised to first ascertain where the pertinent topic falls on the attitude continuum of the person to be persuaded. This would help the persuader to select or design messages that are most likely to create persuasive or strategic communication effect.
Conceptual Modeling
It is quite imperative to define the terms in this paper to enable us grasp the understanding of the work. This is because a clearer idea of the concept here will help the work to have a direction that would be of immense benefit in the event of further research or enquiry into the topic. That is why it is necessary to explain each of the concepts in the topic under review.
Situational Influence
The concept, situational influence gives one the idea that every situation creates impact and may be necessary or responsible for certain action(s). A particular situation may be responsible for a particular action.
For example, under normal circumstances, supply is dependent on demand. When there is increase in demand for a particular commodity or product, the situation will affect supply. That is, there will equally be increase in supply for that product and verse versa. So the situation that there is increase in the demand for that product has influenced the state of supply for that same product.
Also, in planning for a particular communication message, the situation on ground is likely to influence the packaging of the message, if the intended result or objective will be achieved. Even in adopting a market strategy, the situation on ground will influence the necessary method that would be considered if the intent is to achieve result.
So situational influence means that what is at present affects what is to be done or is done. Situations create impact or effect.
Moral Appeal
Sometimes communication messages are packaged for the purpose of moral appeal. In a competitive atmosphere, there are products or services that are morally good to be consumed by members of the public against others. So in planning out a communication strategy, the moral appeal of such a product or services as highlighted will certainly bring patronage to the product or services. The message here is aimed at the ethical considerations of such a product or services. So moral appeal in a communication strategy that is influenced by situations in a competitive environment.
Diplomacy
There are certain situations where diplomacy is inevitable. To achieve this, a communicator must package his/her message in such a way. In a competitive environment, the level of diplomacy exhibited can be an added advantage to an organization against other competitors. So diplomatic communication strategy is beneficial in a competitive situation. Therefore situational influence should make the communicator to design a communication that will be diplomatic in nature in order for him/her to achieve set goals.
Persuasion
In a competitive atmosphere, no situation is taken for granted. As a result of this, persuasive messages should be designed to enable set goals to be achieved. When communication is persuasive in nature it enhances productivity. This according to McGuire, (1973: p. 197) , "when communication is persuasive it beings about: stimulus-response, cognitive approach, motivational design, social design and personality". So in designing a communication strategy in a competitive environment, persuasion is a strategic tool to achieving set objectives.
Relevance of Communication Strategies in Handling Competition/Competitors
It is often said that "a bad work man quarrels with his tools". If a communicator does not have a strategic communication skill, he/she will have problem communicating or handling competition/competitors. As a result, aims and objectives would not be realised.
The competitor analysis takes into consideration the competitors' position within the industry and the potential threat it may pose to other businesses. The main purpose of the competitor analysis is for one to analyse both the current and potential nature and capabilities of a competitor in order to prepared against competition. The competitor analysis looks at the following criteria:
Identifying competitors
A business must be able to identify competitors within their industry. Identification of whether competitors provide the same products/services to the same customers. This will be useful in gaining knowledge on direct competitors. Both direct and indirect competitors must identified as well as potential competitors that may enter the market.
Assessment of Competitors
The competitor's analysis looks at the competitors' goals, mission, strategies and resources. This will allow for a thorough comparison of the goals and strategies of both the competitors and organisations.
Prediction of Future Initiatives of Competitors
An early insight into the potential activity of a competitor will help a company be prepared against competition.
Based on the foregoing, it is pertinent for the designer of the communication message to prepare it in such a way as to achieve the objectives of the competitors analysis. As mentioned earlier, a strategic communication message is a weapon for competition. All the different approaches or types of strategic communication principles must be put to use in handling competition/competitors.
When the communication is strategic, it will help objectives to be achieved. This is because the message will create understanding among the different competitors. It will woo many competitors into the business market, which will in turn benefit both the manufacturers and the consumers of these goods (products) and services. Strategic communication helps competition/competitors to be more enterprising. It stimulates business consciousness among competitors.
Another important aspect of communication strategies is that new ideas are generated among competitors. In other words, communication strategies strengthens competition among competitors.
In summary, it is important to note that strategic communication is a vital tool in handling competition/competitors. It is like a search light that helps to direct competitors and shape their undertakings.
Conclusion
It is quite imperative to note that designing right communication strategy is the best approach in realising tangible results in a competitive environment. Therefore, the communicator must develop communication strategies that can help in packaging the desired message, using the right approach, appropriate words and the necessary media in delivering the message.
In other words, in designing communication strategy, the right approach must be used the prevailing situation must be given adequate consideration, and the intended audience as well.
Recommendations
Arising from the conclusion above, we make the following recommendations:
1. No situation should be taken for granted when designing any communication strategy. 2. Every situation is very influential. It may create positive or negative impact, and as such any strategy used in communicating messages must take this into consideration. 3. Different communication strategies must be employed when dealing with different competitions and competitors so that the desired result(s) will be attained. 4. Since every situation can possibly influence competition/competitors, designing rightful communication strategies must not be taken for granted. Communicators should know the right approaches to strategic communication.
